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Innovation that matters initiative 


Over the past several years IBM has begun to externally 
communicate its distinct point of view on innovation in our 
advertising and communications. 


Purpose: 
 To position the IBM brand and value proposition as “the 


innovators’ innovator”. 


 To frame the innovation opportunity in ways that differentiate 


IBM: 


– Our approach to innovation is differentiating. 


– Our ability to invent and integrate to build meaningful 


solutions for business and society is unmatched. 
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The meaning of “innovation that 
matters” 


“Innovation that matters” is one of IBM’s three core values. 


These values are the fundamental tenets of the company. They 
were created by IBMers for IBMers and should influence and drive 
everything we do as individuals and as a company. They transcend 
economic cycles, geopolitical shifts, and generations of products, 
technologies, employees and leaders. 


This initiative is part of the ongoing effort to operationalize our 
values. 
“Innovation that matters” is now at the heart of IBM’s brand 
and its value proposition to clients. 
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The meaning of “innovation that 
matters” 


“While others talk about their own innovation and inventions, we 
stand ready to help our clients be innovators – to be their ideal 
innovation partner. And while others equate innovation with cool 
products and gadgets, we apply innovation across an entire 
enterprise to deliver tangible business outcomes… More than 
ever, IBM will be seen as the innovators’ innovator.” 


– “Why innovation matters for IBM – and Why IBM matters for 


innovation” 
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About these guidelines 


This document serves as a guide to help align your programs and 
communications with this initiative. 


Beyond look and feel, be sure to also consider deeper issues 
related to the IBM brand experience and innovation that matters: 


– Does the experience itself reflect the IBM message? 


– Is your communication or program a demonstration of IBM’s 


point of view on innovation? Is it innovative itself? 


– Does it showcase the depth and breadth of IBM’s expertise and 


knowledge? 


– Does it enable clients to identify opportunities and possibilities 


for innovation? 
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Phrase usage/copy and naming 
guidelines 


“Innovation that matters” is not a tag line. It is not a 
campaign slogan. 


Do not present the words “innovation that matters” in any manner 
that would make it appear like a tag line. 


You can leverage copy lines from the current advertising 
campaign, but please ensure you are using them in the most 
appropriate context. 


– When deciding whether or not to use the advertising copy in 


other communications, keep in mind that it is customary to 
refresh a campaign six months to one year after it is launched. 


– If your communications deliverables have a longer shelf life, it 


may be better to avoid this direct connection to the 
advertising campaign. 


Corporate Design Strategy & Brand Experience 


© 2006 IBM Corporation 
7 
Innovation that matters 
Version 1.1, 03/06 


Phrase usage/copy and naming guidelines 


Term use: 


 Use innovation that matters to illustrate IBM’s application of 


expertise in aligning technology solutions with client business 
objectives that result in significant impact for the client. 


 Do not capitalize the “I” in innovation and the “M” in matters in all 


uses; this makes the term appear as a tag line or a campaign slogan. 


 Don’t feel you have to use this phrase in everything, as overuse will 


dilute the impact and meaning of our value proposition – Help keep 
this focused 


Naming: 


 Generally, we avoid using the terms “innovation” and 


“innovative” when naming our offerings, programs and internal 
organizations. Innovation is not something we can reinforce through 
naming, and over time we may rely on other language to reinforce 
this message. Naming, according to marketplace research, is most 
effective when it is descriptive of an offering. 


 Any use of the terms "innovation“, "innovative“ and "innovation 


that matters" for naming or for external marketing purposes needs 
to be approved through the Corporate Naming Process using the 
naming tool at: w3.ibm.com/marketing/namingtool 
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Visual elements 
One way to create linkage between new marketplace 
communications and the “innovation that matters” 
initiative is to leverage some of the visual elements that 
were developed for the advertising campaign and 
corporate communications. These guidelines provide 
examples of how they can be leveraged to support the 
key messages of this initiative. 


These visuals are not designed to be logos or icons for 
“innovation that matters” but can serve as reminders and 
reinforce key messages. 


Leveraging visual integration 
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New advertising and communications 


 A number of new messages and visual 


elements have been developed. 


 IBM teams may leverage the 


messaging and visual elements, but 
they should be integrated in a strategic 
manner. 
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New visual elements 


 Within the new advertising and 


communications there are a number of 
new visual elements. 


 IBM teams may use these to visually 


integrate their materials, but they should 
be applied correctly. 
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The asterisk graphic 


 The asterisk graphic may be used as 


an associated visual image 
connected to the “innovation that 
matters” messaging. 


It can be used 
as part of a 
graphic 
design. 


It can be used as 
a background 
graphic. 


It can be used 
as a super 
graphic. 


It can be used as a 
graphic notation. 


Corre 


ct 


http://w3-03.ibm.com/marketing/branding/index.html 
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The asterisk graphic 


 The asterisk graphic may be used as 


an associated visual image connected 
to “innovation that matters” 
messaging. 


It can be used 
as a text bullet 
for innovation 
related content. 


It can be used as 
a graphic texture. 


It can be used 
as a freeform 
graphic. 


It can be used as 
a graphic 
diagram. 


Correct 
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Innovation that matters – component 
diagram 


http://w3.ibm.com/ondemand/innovation 


 This diagram shown in the “ 


Why innovation matters” 
document may be used in 
other materials to help 
illustrate the six opportunities 
for innovation by enterprises 
today. 


 It should not be used as a 


symbol, icon or logo. 
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Logos and visual identifiers 


Innovation 
that 
matters 


 There is no logo or visual identifier to represent the 


“innovation that matters” initiative. 


 Do not create unique visual lockups or logos for 


“innovation that matters”. 


 Do not position any text or graphics with the IBM logo. 


Incorrect 
Incorrect 
Incorrect 
Incorrect 


Innovatio 
n 
that 
matters 
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The asterisk graphic and naming 


Innovative process 
solutions 


 Avoid using the terms “innovation” and “innovative” 


when naming offerings, programs and internal 
organizations. 


 Do not lock up or connect the asterisk graphic to 


offering, program or organization names. 


Service innovation 
team 


Innovation briefing center 


Incorrect 
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Incorrect visual applications 


 If used incorrectly many of these 


visual elements will function as visual 
identifiers. 


 Limit the visual presentation to 


materials that are designed to focus 
on the “innovation that matters” 
discussion. 


Incorrect 
Incorrect 


Incorrect 


Incorrect 
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Additional resources: 
Innovation and On Demand Business portal on 
w3 


http://w3.ibm.com/ondemand/innovation 
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Advertising campaign integration 


 Integration with the “what makes you 


special?” advertising campaign should 
generally be limited to associated 
demand generation materials. 


 Contact your local IMC organization for 


more information. 


http://w3-03.ibm.com/marketing/advertising/innov_wmys.html 


Additional 
resources: 
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http://w3-03.ibm.com/marketing/advertising/innov_wmys.html 


Additional resources: 
“what makes you special?” advertising 
campaign 
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http://w3.ibm.com/ibm/values/ 


Additional resources: 
IBM Values 
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Managing the brand 


Additional resources: 


http://w3-03.ibm.com/marketing/branding/index.html 
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Asterisk art files 


Color Set A 
Color Set B 


Additional resources: 


 The asterisk art files below are intended for use in white background presentations 


 For high resolution (eps) files, go to Logo and Design Guidelines at : http://w3-03.ibm.com/marketing/branding/index.html 
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Worldwide Contacts 


Huda Mohamed 
IBM Corporate Design Strategy & Brand Experience 


branding@us.ibm.com 


Susan Marino 
IBM Corporate Marketing 


suechute@us.ibm.com 


Jennifer Crozier 
IBM Corporate Communications 


jen2u@us.ibm.com 


Kristi Kolski 
IBM Corporate Advertising 


kristik@us.ibm.com 


